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Muotiblogeista on tulossa yhä suositumpia ja vaikutusvaltaisempia kuin aikaisemmin. Tästä 
syystä muotibrändien tulisi oppia hyödyntämään muotiblogeja osana muotimarkkinointiaan. 
Tämän opinnäytetyön tavoitteena oli kerätä tietoa muotibrändeille siitä, miten ne voivat 
hyödyntää muotibloggaajia osana muotimarkkinointiaan aina muotibloggaajan valinnasta 
varsinaiseen yhteistyöhön.  
Tämän opinnäytetyön teoreettinen viitekehys koostui muotimarkkinoinnista yleensä sekä 
muotiblogien roolista yritysviestinnässä. Kaikenkaikkiset muotibloggaamisen  hyödyt ja haasteet 
käytiin läpi ennen kuin siirryttiin muotiblogimarkkinoinnin vaikutuksiin lukijassa.  
Teoreettinen viitekehys osoitti, että muotiblogimarkkinointi auttaa kuluttajia tekemään 
ostospäätöksiä ja vaikuttaa ostoskäyttäytymiseen. Se saa aikaan myös keskustelua lukijoissa, 
mutta tuo harvoin mitään negatiivista huomiota muotibrändille. 
Opinnäytetyö päättyi laadulliseen tutkimukseen ja siitä saadun tiedon tarkkaan analysointiin 
sekä SWOT – analyysin muodostamiseen. Tutkimusmenetelmänä käytin haastattelua, sillä sen 
avulla sain tulosten yhteyteen myös haastateltavan henkilökohtaisia mielipiteitä varsinaisen 
kokemusperäisen tiedon lisäksi.  
Tutkimus osoitti yhteistyön muotibloggaajan kanssa tuovan enemmän hyötyä ja mahdollisuuksia 
kuin haasteita muotibrändille. Se ei kuitenkaan saa olla ainut muotimarkkinoinnin väline, jota 
muotibrändi käyttää vaan sen tulisi käyttää usempia samanaikaisesti. Yhteistyö 
muotibloggaajan kanssa tuo muotibrändille näkyvyyttä, lisää bränditietoisuutta, saattaa lisätä 
myyntiä  ja auttaa muotibrändiä saamaan enemmän asiakkaita kuin kilpailijansa. 
Muotibändi voi hyödyntää tästä opinnäytetyöstä saatuja tuloksia kehittäessään omaa 
muotimarkkinointiaan. Opinnäytetyöstä on apua, jos muotibrändillä on aikomusta tehdä 
yhteistyötä muotibloggaajien kanssa. 
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Fashion blogs are becoming more and more popular. Fashion brands are finding new and 
exciting ways to do fashion marketing and have recently discovered fashion blogs and 
collaborations with fashion bloggers. However, there is a huge amount of knowledge that a 
fashion brand needs to find out before considering any collaboration. This thesis gathered 
knowledge all the way from fashion marketing and tools to valid experience based information 
gained from an interview with a fashion brand.  
The theoretical framework consisted of fashion marketing in general and the role of fashion 
blogs in business communication. The overall benefits and challenges of fashion blogging were 
discussed before moving on to the effects that fashion blog marketing creates in a reader. The 
theoretical framework showed that fashion blog marketing helps consumers make buying 
decisions and makes an impact on buying behavior. It also creates conversation and rarely 
negative attention for the fashion brand. 
This thesis ends with a qualitative research and a precise analysis including a SWOT-analysis 
of the received information. The research shows how many benefits a fashion brand can 
actually gain from collaboration with a fashion blogger. It’s clear that collaboration is more 
profitable for a fashion brand even with the challenges and threats than when not done at all. 
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VOCABULARY 
Brand A brand is a name, term mark, symbol, shape or any other 
feature that indentifies one seller’s product or service as dis-
tinct from those of other sellers. There are five objectives 
that a good brand will obtain. Firstly, it delivers messages 
clearly. Secondly, it confirms that the company is worth cred-
ibility. Thirdly, it connects target prospects emotionally. 
Fourthly, the brand motivates the customer. Fifthly and final-
ly, it concretes user loyalty. 
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1 INTRODUCTION 
The aim of this thesis is to gather valid information on the usage of fashion 
bloggers as marketing tools. The approach used in this thesis is the corporative 
approach which aims to find the best ways to exploit fashion bloggers in market-
ing from fashion brand’s point of view. 
The reason why I’ve chosen fashion blog as the target blog in my thesis is that 
fashion blogs are rising in popularity especially among women. Some fashion 
blogs have even become highly profitable and the influence of fashion blogs 
within the industry is growing. It has also been said that fashion blogging is be-
coming more of an business rather than an interesting hobby. (Wikipedia 2014.) 
The popularity of fashion blogs helps fashion brands to separate themselves 
from competitors if used properly. However, not all fashion brands have the re-
sources to keep their own fashion blog. In these cases, the best alternative is to 
collaborate with an already existing fashion blogger. 
In the fourth chapter of this thesis I’m going to deal with a case company called 
JULJA Finland Ltd. I interviewed JULJA Finland Ltd’s production manager in 
order to gain information about their collaboration with fashion bloggers. 
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2 FASHION MARKETING AND FASHION MARKETING 
TOOLS 
Fashion industry reached almost $2,560 trillion in 2010. By the year 2015 the 
apparel, luxury goods and accessories portion of the market, is expected to 
generate $3,180 billion in the US, with a yearly growth rate of 4%. Eu demand 
for clothing and textiles will likely remain relatively weak through 2015 due to 
the depth crisis. (Report Linker 2013) 
According to Forrester Research (2013), the online retail sales in Europe will 
grow by 11 % between 2012 and 2017. In Southern European countries, the 
growth will be fastest, at 18 % per year. (Forrester Research 2013) 
Chart below shows the sales in billions. In 2012 the amount of retail sales was 
$145,6 billion in Europe and is expected to reach $248,3 billion by the year 
2017. According to the chart below, the growth will be steady from 2012 to 
2017.  
 
chart 1. The growth of online sales in Europe according to Forrester Research. 
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“Fashion marketing is the promotion of apparel sales and it involves all the 
tasks necessary to deliver the clothing requests and meet the needs of potential 
customers and designers. Fashion marketing involves developing campaigns, 
displays and advertisements, directing manufacturing and marketing as well as 
creating sales strategies for the fashion industry or the retail environment.” (In-
ternational academy of design & technology 2011) 
Fashion Marketing is a convenient way to reach more audience and visibility. It 
provides knowledge for possible customers about the products and services the 
fashion brand is selling, so that the customers know what it is they’re buying or 
if they are interested in doing co-operation. So basically it’s one of the only 
ways to gain customers. Although a huge part of fashion marketing is advertis-
ing, it is much more than just adds and sales. Fashion brands need to keep in 
mind that they are marketing themselves in a way that they are presenting 
themselves to the costumers in a desired way so that they’re image doesn’t col-
lapse. Fashion brands need to show how it’s different from all the competitors in 
the field. (NBM Communications 2014) 
2.1 Fashion marketing tools 
Fashion is social phenomenon that helps an individual show who she or he is 
and their personality in the terms of visual information. Fashion is communica-
tion and can also be considered as the trends that the modern enhancements 
create. People and societies create fashion and make it the standard of life. 
Fashion is also considered as the representative of modern ethics.  
Fashion marketing tools are the techniques and materials that are used when 
promoting products or services. Most fashion brands use various marketing 
tools simultaneously to help further their success. (Business Dictionary 2014) 
Recently fashion brands have discovered the potentiality of fashion bloggers as 
their fashion marketing tools. They’ve become an inexpensive way to receive 
publicity and reach potential customers. (Tandfonline 2013) 
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2.1.1 Blogs compared to other communication tools 
”A communication tool is a way that people interact with each other. There are 
many communication tools that are used in everyday life. Some examples of 
communication tools are billboards, stickers, posters, newpapers, radio etc. 
Most teenagers use social networking to communicate with each other while 
older people use email as a communication tool.” (Ask 2014b) 
Blogs are more successful than other communication tools because of six rea-
sons. Firstly, everyone has an opportunity to publish. Secondly, blogs are easy 
to find according to writer, content, heading and subject. Thirdly, blogs are more 
social and interactive than other tools. Fourthly, blogs are in real time and faster 
than news channels. Fiftly, RSS feed which means that if wanted there will be 
an announcement when the blog has been updated. And finally, ability to link 
which enables a huge amount of visitors. (Kuvaja & Talvivaara 2010, 15) 
2.1.2 CREF-model as a tool in fashion marketing 
Salmenkivi and Nyman (2007) are presenting in addition to Kotler’s 4P’s, a 
model called CREF. In CREF-model, Kotler’s 4P’s ( product, price, place, pro-
motion) are replaced with collaboration, revenue model, experience and finda-
bility. (Kuvaja & Talvivaara 2010, 21) 
Collaboration aims to receive interaction between the customers and the com-
pany. This sort of interaction can give product development ideas for the com-
pany and increase the power of marketing significanly. Collaboration is also 
great because it doesn’t include high costs. It also increases brand awareness, 
gives information for the company about their customers in the first instance 
and allows the company to use people’s innovation skills in order to develop the 
business. (Kuvaja & Talvivaara 2010, 21) 
When it comes to the collaboration between a fashion brand and a fashion 
blogger, the fashion blogger is the fashion marketing tool between the two. 
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Fashion bloggers know their readers and their preferences. The bloggers can 
grant the fashion brand with vital information about the readers so that the fash-
ion brand can for example segment the readers and give the fashion blogger 
products to show on the fashion blog that the readers are truly interested in. 
This information can also be used in other marketing tools. 
Revenue model claims that price isn’t any longer a factor when it comes to pur-
chasing a product, instead, there are other more influential factors. This compli-
cates competition. The reason for this claim is that the population is more 
wealthy that before and that customer buying behavior has changed. Indirect 
revenue models enable companies to receive incomes from other sources than 
selling, so that products can be offered to customers free of charge. (Kuvaja & 
Talvivaara 2010, 21-22) 
Experience is a modern day trend. Besides the purchased product, customers 
are looking for an experience. Giving the customer an experience is cheap, 
which makes it a great marketing opportunity for companies. Since experience 
is coming more and more popular, desire to own is decreasing. (Kuvaja & 
Talvivaara 2010, 22) 
In fashion blogs experience can reach customers through influental pictures 
taken from the fashion brand’s products by the fashion blogger or the fashion 
brand’s own visual adds that can appear for example in banners. 
Findability refers to the ease of finding a product, brand or a person. The infor-
mation needs to be found from a right place, at a right time. This means that the 
marketers need to know where their customers are at each time so that they 
can continue to do marketing for the right target groups. (Kuvaja & Talvivaara 
2010, 22) 
Currently this so called ”right place” to be found by customers is social media. 
Reason for this is that social media is becoming more and more popular each 
day and it’s used by people of all ages. Especially blogs are increasing in popu-
larity due to the fact that blogs provide knowledge for consumers without seri-
ous time commitment.  
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2.1.3 Consumer buying behavior models as a tool in fashion marketing 
Consumer buying behavior models are used as marketers as an essential tool 
in order to help understand why consumers buy or don’t buy a product. There 
are three different types of models that each has a specific focus: the black box 
model, the personal variable model and the comprehensice model. The first 
model focuses on external stimuli, the second focuses on internal stimuli within 
the consumer and the third one studies the combination of external and internal 
stimuli. (Wisegeek 2014) 
Consumer behavior models fluctuate in terms of the complexity of the studied 
behavior. The main reason consumer behavior is being studied is to gain infor-
mation for marketers in order for them to better understand and therefore better 
target consumers according to marketing strategies. Althought marketers can 
make some correlations between consumer response and advertising with the 
help of one or several behavior models, the real question can’t be explained 
with them: what makes a person buy or not buy a product. The reason for this is 
that the question is too individual. (Wisegeek 2014) 
One of the most simple types of consumer behavior models is the black box 
model, also called the stimulus-response model. The region of the consumer’s 
brain that is responsible for buying decisions can be thought as the black box. 
Marketing stimuli, such as price and product, and environmental stimuli, like 
culture, combine inside the black box. The black box model’s main focus is on 
marketing and environmental variables that produce the desired response and 
ignores the variable withing the consumer. (Wisegeek 2014) 
Another one of the major types of consumer buying behavior models is the per-
sonal variable model. The model studies the affect of internal factors on con-
sumer behavior and buying decisions. The personal variable model ignores ex-
ternal stimuli and focuses on internal psychological variables. These variables 
include lifestyle, motivations and personality. The personal variable model also 
studies individual decision-making processes. (Wisegeek 2014) 
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The third and final type of consumer behavior model is the comprehensive 
model. When studying purchasing behavior, this model takes into consideration 
both environmental and internal stimuli. Because of how many variables are in 
play, this model is one of the most complex ones. The comprehensive model is 
the only model that can be used to study how different external react in different 
types of personalities and demographics, which makes it beneficial. However, 
because of the amount of variables, it’s extremely difficult to determine the ac-
curacy of the conclusions drawn from these studies. (Wisegeek 2014) 
2.2 Ethical issues in fashion marketing 
Fashion marketing is often criticized. The criticisms can be divided into micro-
issues and macro-issues. Micro-issues concern customer satisfaction. In these 
cases customers are not satisfied with the products and feel like they’ve not 
been fairly treated. These problems may be manifested due to poor quality con-
trol. In order to take care of these problems, fashion brands should take care of 
consumers in order to build a durable and profitable relationship with them. 
Macro-issues are broader. A good example is that fashion brands are criticized 
for not being interested in environmental issues. For example the unnecessary 
use of packaging. One way for fashion brands to deal with these issues is to 
come up with a ”Eco-plan” which includes better ways to become a more envi-
ronmental-friendly brand. This is also a great way to improve brand’s image. 
(Easey 2009,14) 
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3 THE ROLE OF FASHION BLOGS IN BUSINESS 
COMMUNICATION 
Business communication can be described as the contact between people in an 
organisation in order to carry out business activities. On top of promoting prod-
ucts, services or organisations, this type of communication is used to pass on 
information within a company. (Ask 2014a) 
A fashion blog is a blog which deals with fashion and trends. A fashihon blog is 
held by a fashion blogger who uses his or hers own view when writing. They 
can also introduce new desiners and their clothes or give comments on celebri-
ties outfits. Fashion bloggers also write about their own clothes. For example it’s 
really common among fashion bloggers to take pictures of the outfits they wear 
and blog about it with a heading ”today’s outfit”. Fashion blogs are one of the 
most read blogs. (Kuvaja & Talvivaara 2010, 16-17) 
Many different kind of blogs can be described as a fashion blog but some peo-
ple prefer the term style blog. Fashion bloggers can decide what they want to 
write about wether it’s for example clothes that they’ve bought or future trends. 
A fashion blog can centralize for example on expensive labels, flea market or 
just on average people walking down the streets. Content of the blog can also 
focus only on one fashion item such as bags or shoes. (Kuvaja & Talvivaara 
2010,16-17) 
3.1 What is a blog and what are the different ways of using them 
Blog also known as a web diary is a website that includes diary-type commen-
tary and links to other web sites. Blogs vary all the way from personal to political 
and can focus on one particular subject or include a huge range of matters. Big 
part of blogs focus on a particular subject such as fashion, home design or eve-
ryday life. (Kuvaja & Talvivaara 2010, 12-13) 
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Blogs are held by their writers, bloggers. Some of them write their blog in vari-
ous languages especially if their blog is successful or they want their blog to be 
more international. Some blogs are held by two bloggers or more but mostly a 
blog is been written by one writer. For example a blog called Mariannan is held 
only by one blogger. On her blog, Marianna concentrates mainly on her own life 
which consists of travelling, fashion, home design and working out. She writes 
her blog both in English and in Finnish. From her blog we can see that collabo-
ration between fashion bloggers and fashion brands is present and becoming 
more and more of a vital condition for full-time fashion bloggers. (Mariannan 
2014) 
The term blog originates from 1997 when an american John Barger started to 
call his website ”weblog”. The name weblog comes from the words web and log. 
The first blogging network was published in 1999. All of these blogging plat-
forms have made it much easier for bloggers to publish and focus on the con-
tent. (Kuvaja & Talvivaara 2010, 13) 
Initially blogs were created in order to share opinions and thoughts. Today, 
blogs are used in multiple ways, for example in marketing by enterprises. Ac-
cording to NM Incite, blogs keep on multiplying and there’s no end to blogs con-
tinuous success. (Internet retailer 2012) 
If we look at the chart below, we can see that the amount of blogs has in-
creased by over 350% from 2006 to 2011. The biggest change occured be-
tween 2008 and 2009. The reason for this might be the fact that blogs were no 
longer only in the usage of consumers but also in the usage of brands. 
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chart 2. NM Incite’s view on the developmet on the amout of blogs between 
2006 and 2011. 
Blogs are a great way to gain visibility. However, since blogs have their own 
social hierarchies, it becomes a much more complicated matter. There are 
these so called Bloglists that list the blogs that are most popular and in the end 
the blogs that are on the top of the list become the forerunners of blogging. 
Their opinions matter the most. (Kuvaja & Talvivaara 2010, 13) 
Blogs form a new kind of social network where you can move through links from 
another blog to another. Linking is what make blogs great platforms for com-
menting current phenomenons. Personality, sociality, fastness and topicality 
unite in blogs. (Kuvaja & Talvivaara 2010, 14) 
Nowadays, blogs can be created for personal reflections of the owner, product 
reviews, political debates, celebrity news, advice giving, religious commentary, 
etc. Blogs can also be used as a way to advertise for example a business or a 
brand. (Howtoblogformoney 2012) 
On top of all, from a corporative aspect, blogs can be used in learning and inno-
vation. Blogs are a great way for the employee to share knowledge and innova-
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tive ideas. The readers can help the employee by giving thoughts and ideas 
which helps the employee to grow. As a result from this there might be a new 
product or even a totally new business plan. Blogs also increase mental health 
and well-being at work because the employees feel appreciated. (Scoble & Is-
rael 2008, 11) 
3.2 Features of a successful fashion blog 
There are 11 main features of a successful fashion blog. To start off the name 
of the fashion blog needs to be as describing as possible. The person planning 
to start a fashion blog has to have read several fashion blogs before starting 
their own. Keeping things simple and concentrating is also important. Writing 
has to be done with passion and expertise needs to be shown. People reading 
the fashion blog will leave comments so accept it. A fashion blogger needs to 
be reachable. Story must be told and links must be exploited and followed. Fi-
nally if a fashion blogger wants a successful fashion blog she or he needs to 
explore reality. (Kuvaja & Talvivaara 2010, 15) 
3.3 Benefits of fashion blogging 
The most important benefit of fashion blogging is the financial benefit from it. 
Some fashion bloggers gain money from companies when fashion bloggers test 
a fashion brand’s products and then advertise the products in their fashion blog. 
The more readers the fashion blog has the more visibility it receives which 
means that the fashion blog has more chances to be sponsored by certain 
companies or brands. (Digisecrets 2014) 
A fashion blog offers fashion bloggers a possibility to pursue their hobbies and 
interests. They get to write about the things they love with passion. Fashion 
blogging is also cheap. Especially when starting your own online business. 
Fashion blogging doesn’t involve any additional costs, for example location, and 
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because of this, especially small entrepreneurs choose fashion blogging. 
(Digisecrets 2014) 
In addition, fashion blogging improves writing skills. The more posts the fashion 
blogger has, the more his or hers writing skills are improving, accuracy and the 
vocabulary used. Furthermore, through fashion blogging, fashion bloggers have 
the shot of meeting high-influenced persons and getting sponsors. (Digisecrets 
2014) 
And finally, fashion blogging can develop the fashion bloggers features and 
personality. If the fashion blogger is a shy person in real life, they can express 
themselves in the virtual environment. So, fashion blogging can also boost self-
conficence, communication skills and interrelation skills. (Digisecrets 2014) 
3.4 Challenges of fashion blogging 
According to a blogger from Blogelina.com there are five main challenges when 
it comes to blogging. Firstly, finding a niche. There are a huge amount of blogs 
and for that reason finding a niche is important. A blogger needs to clarify if he 
or she wants to write about one topic or more and which is their main topic. 
(Blogelina.com 2012) 
Secondly, producing quality content. When a blogger has been writing for sev-
eral months there might come a time when she or he doesn’t come up with any-
thing to write about. In these cases, the blogger should take time for themselves 
and slowly but surely come up with new ideas. Thirdly, growing traffic. When a 
new blog is built, it might be hard to gain readers. One good way is to use guest 
blogging which means that the blogger writes something to a blog that already 
exists. (Blogelina.com 2012) 
Fourthly, encouraging reader interaction. This basically means that the blogger 
posts new topics without getting responses from the readers. According to a 
blogger in Blogelina.com, in these situations the best solution is to answer to all 
the comments that the blogger receives. Fiftly and finally, making money. Alt-
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hough many bloggers blog because they enjoy it, some blog because they want 
to receive money from it. A good way to do this is for example advertising. (Blo-
gelina.com 2012) 
3.5 Ways of doing fashion marketing in fashion blogs 
There are lots of different ways a fashion brand can do fashion marketing. 
However, each fashion brand needs to identify which of the marketing modes 
suits them the best. This is because not all marketing expedients are suitable 
for everyone. They also have to come across who they’re trying to attract as 
customers. Once these are all done, it’s much more easier to build a fashion 
marketing plan. (NBM Communications 2014) 
Marketing fashion brands in fashion blogs shows in many different ways and a 
lot of enterprises have noticed the effectiveness of fashion blogs as marketing 
tools. The most common marketing ways in fashion blogs are banners, guerrilla 
marketing, discounts, WOM and sponsored links. Most of these require collabo-
ration with the fashion blogger which is why the main tool is the fashion blogger 
rather than the fashion blog itself. In addition to these fashion marketing ways 
can be considered the affiliate marketing, in which fashion brands reward fash-
ion bloggers for each visitor or customer brought to the fashion brand’s website 
by the fashion blogger’s own marketing exertion. 
Banners are the advertisement spaces sold in the website. By clicking the add, 
the reader will automaticly switch over to the advertiser’s website. The meaning 
of banners is to gain attention. But because there are so many banners these 
days, the competition is tight. This is why the advertisers have had to develop 
their adds. Nowadays the banner doesn’t have to include a link to the advertis-
ers wesite, instead the banner can include for example a competition which the 
reader can participate in. This is a great way for the advertisers to stand out and 
gain new customers. (Kuvaja & Talvivaara 2010, 25) 
The most common way of marketing in fashion blogs is guerrilla marketing. This 
marketing practise is used by fashion bloggers when they tell about the clothes 
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of an enterprise. The fashion bloggers can send their readers information of the 
fashion brand and their products. This way other companies can’t see that the 
fashion brand is being marketed to potential customers. Enterprises say that 
because of guerrilla marketing, they run out of stock on products. However, it’s 
extremely hard for the readers to figure out what is the purpose of this market-
ing practise, because they can’t identify if the fashion blogger’s text is an add or 
if the fashion blogger wishes to unintentionally tell about the product. (Kuvaja, 
Talvivaara 2010, 41) 
Some fashion bloggers have offered their readers an opportunity to receive dis-
count from a certain shop when mentioning the fashion bloggers name. For ex-
ample a fashion blogger called Laura writes in her newest blogpost about an 
nailsalon that made her new nails that have stayed in great shape for a while 
already. She gives the company’s contact information and mentiones that by 
saying Laura’s blog, the reader will receive a 20-procent discount on all the new 
treatments. (Laura’s blog 2014) 
Product sponsoring happens when a company or a brand gives the fashion 
blogger products that she or he can give to readers. The fashion blogger can 
give the products to readers for example through a lottery. In most cases, all the 
readers that comment on the comment box within the given time, are automati-
cally participating in the lottery. This kind of product sponsoring is also extreme-
ly beneficial for the fashion blogger, because she or he will also get free prod-
ucts for themselves. (Kuvaja & Talvivaara 2010, 41) 
WOM (Word-Of-Mouth) refers to the communivation between consumers about 
products, services and brands. Other consumers are more likely to participate 
on the WOM-conversation and talk about labels than others. (Talentum 2011) 
In co-creation marketing, companies and fashion bloggers work together as 
partners. Both partners gain advantage from it. For example, the fashion blog-
ger puts the company’s adds to his or hers fashion blog and the company ad-
vertises the fashion blogger on the company’s website. (Kuvaja & Talvivaara 
2010, 56) 
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3.6 The effect of fashion blog marketing on the readers of the fashion blog and 
their buying behavior  
Blogs play a huge role in helping consumers make a buying decision. Blogs 
affect buying behavior much more that the social networking platforms. Blogs 
have always raised a loyal readership. If the emotional connect between the 
blogger and the readers is tough, it can lead to a mark where the reader makes 
a buying decision. (Hellobloggerz 2011) 
Accoding to eMarketer’s report, bloggers make an impact on buying behavior. 
Among several types of bloggers, hobbyists and professional bloggers (both 
part-timers and full-timers) regularly write about brands. (Hellobloggerz 2011) 
What the consumers read from the blogs heavily influences their buying behav-
ior. Professional bloggers are a tool for consumers for example in discovering 
new products, deciding on a product or a service, seeking advice or inspiring 
into purchase. (Worldpress 2012) 
Fashion blog marketing creates conversation in fashion blogs and it’s usually 
positive. Although the readers are loyal to the fashion blogger, sometimes they 
criticize for example the lay-out of the fashion blog or the competition the fash-
ion blogger is having. According to numerous sources, this is changing. Now 
fashion blog marketing is becoming more and more approved by the readers 
which decreases negative conversation in fashion blogs. The most important 
thing for the readers is that the fashion blog marketing is upfront and truthful. 
Also the respect towards the readers provides more positive results than push-
ing products at them. (Kuvaja & Talvivaara 2010, 46-49) 
The increased approval from the readers clearly indicates that there’s an oppor-
tunity for fashion brands to use fashion bloggers as their marketing tools without 
gaining any negative attention from it. However, fashion brands need to keep 
the collaboration as transparent as possible in order to gain positive advantage 
from the fashion blog marketing. 
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3.7 What kind of fashion blogger should a fashion brand collaborate with 
To begin with, fashion brand needs to determine what it wants from the fashion 
blogger: is the brand looking for a long-term collaboration or short-term, and 
does the brand want reviews of itself or for example banners.  
When a fashion brand starts looking for a fashion blogger whom to collaborate 
with, it needs to do some research on the bloggers first. The fashion brand has 
to approach the fashion blogger and not be afraid of it because this way the 
brand can also ask about the statistics and readers. The fashion brand also 
needs to pay attention to the style of the blog. The fashion blogger needs to be 
on the same page with the fashion blog and they both are clear on what they 
want to do and what they don’t. It’s also important for the fashion brand to find a 
fashion blogger who is flexible. This means for example willing to do a review 
on a fashion brand’s product earlier, if possible. (Lacquerheads of Oz 2013) 
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4 CASE: JULJA FINLAND LTD USING FASHION 
BLOGGERS AS A MARKETING TOOL 
As stated before in the introduction, the purpose of this research is to gain valid 
information on the usage of fashion bloggers as a marketing tool from fashion 
brands’ point of view. This point of view handles the benefits and challenges of 
co-operation with fashion bloggers for the company. It includes the rules of co-
operating with fashion bloggers; choosing them, the amount of fashion bloggers 
used at the same time as well as the lenght and terms of the co-operations. In 
order to gain a wider picture, the interview questions also handled other social 
media tools and fashion marketing ways without forgetting the ethical issues in 
them. On top of all, the future was discussed. 
In order to receive the information needed, qualitative research method was 
used. In this case, the method was interview. I interviewed the production ma-
nager of a company called JULJA Finland Ltd and asked about their usage of 
fashion bloggers as a part of their marketing. 
4.1 Case company 
JULJA Finland Ltd is a Finnish women’s clothing label that was founded in 
2012. Their story started in Turku when a young entrepreneurship – course be-
can in the fall of 2012. In the course final JULJA won the Hyundai Brilliant 
Young Entrepreneur – price which was a 15.000 € worth of investment on the 
company that was seen to have the best business plan and qualifications to 
succeed as a proper company. (Interview 9.6.2014) 
After the young entrepreneurship – year JULJA participated in the Startup Jour-
ney – program organized by BoostTurku. In this program, their business ideas 
were developed forward within the following three months. During June 2013, 
JULJA was set up as a limited liability company (Ltd.) and their official business 
started to come in to operation fast. Since September 2013, JULJA has been 
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involved in Creve - program, located in Turku. Creve has included mentoring 
from business professionals. (Interview 9.6.2014) 
JULJA’s clothes are flattering, flirting and easy to use. The clothes consist of 
bright colors and cuts that highlight the female body. JULJA Finland Ltd’s target 
group isn’t defined by age. Instead, they aim to define it with personality: a JUL-
JA woman is modern, strong, brave and self-conscious townswoman who ap-
preciates her body, wants to invest in clothing and requires standing out from 
the mass fashion. Their clothes are sold internationally through their online sto-
re and retailers. (Interview 9.6.2014) 
 
Photo 1. A screenshot of JULJA's front page from www.juljafinland.com. 
JULJA Finland Ltd aims to hold on to the ecological and ethical principals when 
it comes to both production and the entire business. They are perfectly aware of 
where their clothes are manufactured and in what kind of working conditions. 
JULJA finds informing customers with all the knowledge concerning manufactu-
ring major. At this time, their clothes are mostly manufactured in the Baltic 
countries as close to Finland as possible and as cost-effective as possible. Ho-
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wever, for example the second hand clothes are manufactured in Finland. (In-
terview 9.6.2014) 
4.2 Qualitative research 
”Qualitative research is primaly exploratory research. It is used to gain an un-
derstanding of underlying reasons, opinions, and motivations. It provides in-
sights into the problem or helps to develop ideas or hypotheses for potential 
quantitative research. Qualitative research is also used to uncover trends in 
thought and opinions, and dive deeper into the problem. Qualitative data collec-
tion methods vary using unstructured or semi-structured techniques. Some 
common methods include focus groups, individual interviews, and participati-
on/observations. The sample size is typically small, and respondents are selec-
ted to fulfill a given quota.” (Snapsurveys 2011) 
As a qualitative research method I chose interview. Reason for this is that I 
wanted to get specific information from a fashion brand that has experience in  
using fashion bloggers in fashion marketing. Interview as a research method 
allowed me to clarify the questions and get answers that were mostly about 
facts but also contained a little bit of interviewee’s personal thoughts. 
I structured the interview questions so that the data received from the interview 
wouldn’t be too difficult to analyze and summarize. Although the questions were 
specific, they allowed me to get extensive information about the company’s 
fashion blog marketing. The interview was carried out via e-mail due to  my own 
schedules. This didn’t cause any difficulties and it was still easy to ask follow up 
questions. 
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4.3 Questions asked and answers received from JULJA Finland Ltd 
17 questions were asked from JULJA in English. However, since they are a 
Finnish company, the answers came back to me in Finnish and I translated 
them to English. This is how they replied. (Interview 9.6.2014) 
1. Can you tell a little bit about your company?  
Answer to this question is summarized in the beginning of chapter 
4. 
2. What are the benefits and challenges of co-operation with a fashion 
blogger? 
 
”Co-operations with fashionbloggers bring visibility to our company 
and reaches out to new customers. Meanwhile of course brand 
knowledge increases. The challenge is to find the right bloggers 
who’s readers are our target group. On top of this, to get bloggers 
to co-operate and modify an appropriate co-operation that suits our 
brand. Communication with bloggers is also a challenge because 
usually they are really busy. You may have to wait for a while to re-
ceive an answer.” (Interview 9.6.2014) 
 
3. With how many fashion bloggers is your brand co-operating at the mo-
ment? 
”This is a difficult question because co-operation is done occa-
tionally (new collection appears, there will be something new to in-
form people about). Recently we launced a new collection and due 
to that we are contacting bloggers (new and old).” (Interview 
9.6.2014) 
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4. For how long has your brand been using fashion bloggers in marketing? 
”As soon as our first collection came available (31.9.2013). When 
we opened our online store, we started to contact bloggers straight 
away.” (Interview 9.6.2014) 
 
5. Does your brand have specific terms when it comes to co-operation with 
a fashion blogger? 
”Until this day, we haven’t made any written contracts with fashion 
bloggers. We might do them in the future.” (Interview 9.6.2014) 
 
6. What kind of fashion blogger should a fashion brand co-operate with? 
”It depends on the brand and the most important factor is to find a 
blogger that suits the brand’s style and with whom the co-operation 
will create the right image of the brand. It’s also important to find 
bloggers who’s readers are the brand’s target group. On top of this 
a brand should be aware of the amount of visitors of the blog (or 
other benefits), so the co-operation is profitable for both.” (Interview 
9.6.2014) 
 
7. In what ways has using fashion bloggers in your marketing been profitab-
le? For example improved sales or incresed the amount of customers. 
”It’s really hard to evaluate, how co-operations with bloggers actual-
ly affect on the company’s sales et cetera. Of course we can see 
from Google Analytics, how many people have entered to our web-
site through various blogs. But the sales itself is very hard to evalu-
ate. I believe that until now the co-operations with blogs have inc-
reased the knowedge of our fashion brand, rather than have yet af-
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fected our sales. But on the other hand, this is only guessing.” (In-
terview 9.6.2014)  
 
8. In what ways does your brand measure the effects of co-operation with 
fashion bloggers? 
”We have observed the number of visitors that enter our website via 
blogs with Google Analytics. We are also observing what kind of at-
tention and comments has a post caused in the readers.” (Interview 
9.6.2014) 
 
9. What other marketing tools does your brand use besides fashion blog-
gers? 
”Social media (Facebook, Twitter, Pinterest, Instagram, Youtube, 
LinkedIn…), event marketing (fashion shows, pop-up events etc.), 
and releases.” (Interview 9.6.2014) 
 
10. In your opinion, are blogs more successful than other communication 
tools? Why? 
”This day bloggers are extremely influential and reach a huge 
amount of new potential customers. Depends on the brand if blog-
gers are the most useful communication channel. We believe, that  
in the visibility of JULJA, blogs have played a huge role.” (Interview 
9.6.2014) 
 
 
 
29 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Maria Lankinen 
11. Does your brand buy for example brannerspace from blogs?¨ 
”We haven’t been using banner advertising. Mainly because we ha-
ven’t regarded it as useful to as as it may be to others. In addition, 
from customers’ point of view banners can be annoying.” (Interview 
9.6.2014) 
 
12. From what other sources does your brand receive incomes besides sel-
ling? 
”JULJA reveives assistance from ELY-center.” (ELY-center is The 
Center for Economic Development, Transport and the Environment) 
(Interview 9.6.2014) 
 
13. How does your brand offer experience to your customers? Especially in 
fashion blogs. 
”In co-operations with bloggers the aim is to bring JULJA forward 
with the brand’s methods.” (Interview 9.6.2014) 
 
14. Does your brand have specific target groups and how does your brand 
make it easier for the target groups to find tour brand? 
”Company’s target group hasn’t been defined with age but per-
sonality. JULJA woman is modern, strong, brave and self-
conscious townswoman who appreciates her body. She wants to 
invest in clothing and to stand out from the users of big clothing 
chains. In order to our target group to find our brand, we’re aiming 
to be visible in blogs, that our target group is reading and of course 
in all of our marketing (For example active social media).” (Inter-
view 9.6.2014) 
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15. Does your brand use consumer buying behavior models as a marketing 
tool? 
” Of course we try to exploit consumer buying behavior, for example 
in the form of offers/discounts, campaigns and pricing.” (Interview 
9.6.2014) 
16.  Has your brand encountered any ethical issues in fashion marketing? 
”Things related to production (where the production is held, what 
are the working conditions like etc.). It hasn’t yet been brought up 
much in our marketing.” (Interview 9.6.2014) 
 
17. What does your brand think will happen to blog marketing and co-
operation with fashion bloggers in the future? 
”It will continue to grow and bloggers and blogs are the ”women’s 
magazines” and trendsetters of today and future.” (Interview 
9.6.2014) 
4.4 Reliability of the data 
It is challenging to gain reliability because each interview is different. People 
being interviewed have different beliefs and experiences of the discussed mat-
ter. Also the interviewer can interpret the data differently than others would.  
However, interview is still a great way to get exact information. The interviewee 
can ask follow up questions and in this way extend their judgement on the mat-
ter. It is important that the questions asked are logical and clear so that there 
are no unclearities in how to answer them. 
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4.5 Results 
The results are divided in three parts on the basis of information obtained from 
the interview. Firstly, a SWOT – analysis. A SWOT analysis consists of the be-
nefits, challenges, opportunities and threats of using fashion bloggers as a mar-
keting tool. Secondly, the rules of co-operation with a fashion blogger which 
consists of the things that has to be taken into consideration before co-
operating with a fashion blogger. And thirdly, the future. 
4.5.1 SWOT – analysis 
There are a huge amount of benefits when it comes to using fashion bloggers in 
marketing. I’m only going to go through the ones that emerged from the inter-
view. Firstly, it brings visibility to the company. Reason for this is the next bene-
fit, which is that fashion bloggers are influential and reach out to a massive 
amount of consumers/potential new customers. Thirdly, it increases brand 
knowledge among the readers of the fashion blog. It also can be assumed that 
the readers will talk about the fashion brand to their friends and family which 
further increases the posibility of new customers. Fourthly, fashion blogs are a 
great way to provide customers with experience, using fashion brand’s own 
methods. Finally, findability. Fashion blogs are easy to spot, especially if they 
have a large number of readers. When the fashion blogger places a link to their 
fashion blog which shifts the reader straight to the fashion brand’s online page, 
the posibility of potential customers finding the brand increases. 
There are a couple of challenges in using fashion bloggers in marketing. Firstly, 
finding the fashion blogger who has the readers that could be potential custo-
mers. Secondly, finding ways of getting the potential fashion blogger to co-
operate with the fashion brand. And thirdly, communication with the fashion 
blogger since they are usually very busy and don’t have the time to answer con-
tact requests on a daily basis. 
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Opportunities weren’t discussed in the interview specificly, however, because 
the production manager of JULJA said that it’s hard to evaluate how using 
fashion bloggers in marketing actually increases sales, i’m going to consider it 
as an opportunity. It’s also an opportunity to gain more customers than competi-
tors if the right fashion bloggers are used. 
 
Benefits Challenges Opportunities Threats 
Brings visibility to 
the company 
Finding the right 
fashion blogger to 
co-operate with 
Increase in sales Not making writ-
ten contracts 
Fashion bloggers 
are influential and 
reach out to a mas-
sive amount of po-
tential customers 
Getting the fashi-
on blogger to co-
operate 
Gaining more 
customers than 
competitors 
Damaging brand 
image 
Increases brand 
knowledge 
Communication 
with the fashion 
blogger 
- Time related is-
sues 
Great way to provi-
de customers with 
experience 
- - Readers of the 
fashion blog are 
not part of the 
fashion brand’s 
own target group 
Findability - - - 
chart 3. SWOT-analysis of using fashion bloggers as a marketing tool. 
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There are a number of visible threats in using fashion bloggers in marketing. 
Firstly, not making written contracts with fashion bloggers. This could lead to 
misunderstandings between the fashion brand and the fashion blogger. Also in 
these cases the fashion blogger might not do the things that were discussed 
previously. Secondly, the fashion blogger could write something bad about the 
fashion brand, which can easily damage the image of the fashion brand. For 
example, something to do with the fashion brand’s working conditions which 
brings out some ethical issues that can be hard to fix. Thirdly, time related is-
sues. For example, the fashion blogger doesn’t write a post about the fashion 
brand when agreed because of lack of time. It might also be difficult to find a 
suitable time for the two to arrange a meeting. Fourthly and finally, the readers 
of the fashion blog aren’t the ones included in the fashion brand’s own target 
group. 
4.5.2 Rules of co-operation with a fashion blogger 
According to the data collected from the interview with JULJA Finland Ltd, co-
operating with a fashion blogger is benefitial. However, there are a few things 
that a fashion brand should take into consideration when co-operating with a 
fashion blogger. 
A fashion brand needs to determine the kind of fashion blog they want to co-
operate with. JULJA says that it’s important to find a blogger that suits the 
brand’s style and with whom the co-operation will create the right image of the 
brand. Also it’s important to make sure that the readers of the fashion blog are 
also part of the fashion brand’s target group.  
When is the right time to co-operate. JULJA co-operates occationally but they 
say that every time they for example launch a new collection, they contact 
fashion bloggers. So the right time is especially when something new is hap-
pening within the fashion brand. The right time could also be whenever because 
there isn’t a time when a fashion brand wouldn’t receive more visibility or more 
customers. These two are needed constantly and there can never be too much 
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customers. Visibility is also important and needed in order to gain new custo-
mers but the fashion brand needs to be sure that the reason they are more visi-
ble is positive instead of negative. 
For how long should a fashion brand co-operate with a fashion blogger? There 
isn’t a specific time. Usually when both the fashion blogger and the fashion 
brand have done the things agreed and gotten the benefits from it, they can fi-
nish the co-operation. 
With how many fashion bloggers should a fashion brand co-operate with? This 
question like the previous one, doesn’t have a right answer. A fashion brand 
can co-operate with just one fashion blogger or many simultaneously depending 
on their own preferences. Sometimes quality over quantity. If the fashion blog-
ger has a huge number of readers it might be more profitable to co-operate with 
that fashion blogger rather than ten or eleven whom all have just a few readers. 
The fashion brand needs to argue different tools when it comes to measuring 
the effects that come from a co-operation with a fashion blogger. In JULJA’s 
case they use google analytics in discovering how many visitors enter their 
website via various fashion blogs. This sort of measuring helps determine which 
co-operation is actually useful and which isn’t. 
Co-operating with a fashion blogger isn’t the only social media tool a fashion 
brand should use in order to increase their visibility. JULJA uses various social 
media tools on top of fashion blogs which is important in order to create a net-
work that functions. They are also an example of the fact that although they co-
operate with fashion bloggers, they maintain their own blog as well. They also 
use consumer buying behavior models in their marketing. 
Many fashion brands use banners in their marketing. However, banners are not 
mandatory in order to have a functional social media marketing plan. JULJA 
hasn’t used banners in their marketing because they feel like their possible cus-
tomers might find banners annoying. Also they feel like banners aren’t as useful 
as other tools. Personally I feel this is a great strategy because nowadays blogs 
are full with banners which is why it is extremely hard to stand out. 
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It’s important to have a written contract with a fashion blogger so that there’ll 
never be issues in the co-operation. JULJA doesn’t have any written contracts 
but they are considering to possibility in the future. 
4.5.3 Future 
According to JULJA Finland Ltd, fashion blog marketing and co-operation with 
fashion bloggers will continue to grow and bloggers and blogs are the ”women’s 
magazines” and trendsetters of today and future. This means that fashion 
brands that aren’t already using fashion blog marketing and co-operating with 
fashion bloggers, should start because this isn’t a trend that’s just passing by, 
it’s here to stay. 
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5 CONCLUSIONS 
The fashion industry is growing rapidly within the next three years. This means 
for fashion brands that they need to start looking for different ways to do mar-
keting. Social media is growing in popularity among both young and old. More 
and more consumers are looking things to buy from Internet and especially from 
fashion blogs. 
Fashion bloggers know their readers and can promote a fashion brand’s prod-
ucts or services so that the readers will get interested. This is why a fashion 
brand should be aware of few things before starting collaboration with a fashion 
blogger. Firstly, determine the kind of fashion blogger they want to collaborate 
with. Secondly, when is the right time to collaborate. Thirdly, how long will the 
collaboration last. Fourthly, does the fashion brand want to collaborate with just 
one fashion blogger or as many as possible. Finally, fashion brand needs to find 
a tool that different effects coming from collaborations can be measured.  
Collaboration with fashion bloggers shouldn’t be the only marketing tool a fash-
ion brand is using. Using simultaneously other marketing tools such as WOM, 
banners and sponsored links creates a network that further increases ad-
vantages gained from the collaboration. However, the fashion brand needs to 
determine the right tools in order to receive full advantage and the right custom-
ers. 
A fashion brand should have a written contract with the fashion blogger includ-
ing all the terms and conditions concerning the collaboration. This helps to pre-
vent possible problems and misunderstandings in the future. They should also 
take into consideration the possible ethical issues/threats that might do harm to 
their brand image. These issues can be knocked down with active response to 
rumors concerning for example the working conditions or quality of the prod-
ucts. The collaboration should also keep as transparent as possible in order to 
prevent any misunderstandings. 
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From corporative approach, using fashion bloggers as a marketing tool is profit-
able. It brings visibility to the fashion brand, increases brand knowledge among 
readers, can increase sales and allows the brand to gain more customers than 
their competitors. A fashion brand should make their own SWOT-analysis and 
find out if collaborating with fashion bloggers gives them more benefits and op-
portunities than challenges and threats. A fashion brand should also find ways 
to overcome those challenges and threats before saying no to collaborating with 
fashion bloggers. After all, fashion blogs and social media are here to stay. 
 
 
38 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Maria Lankinen 
SOURCES 
Ask.com 2014a. Definition of Business Communication. Viitattu 24.4.2014 
http://www.ask.com/question/definition-of-business-communication. 
Ask.com 2014b. Examples of communication tools? Viitattu 22.4.2014. 
http://www.ask.com/question/examples-of-communication-tools. 
Blogelina 2012. The common challenges of blogging and how to overcome them. Viitattu 
15.3.2014 http://www.blogelina.com/2012/02/the-common-challenges-of-blogging-and-how-to-
overcome-them. 
Blogilista 2014. Hakemisto. Viitattu 15.3.2014. http://www.blogilista.fi/hakemisto. 
Business Dictionary 2014. Marketing tools definition. Viitattu 14.4.2014 
http://www.businessdictionary.com/definition/marketing-tools.html. 
Consumer Behaviour 2011. Introduction to consumer behaviour. Viitattu 20.3.2014 
http://consumers-behaviour.blogspot.fi/2011/08/introduction-to-consumer-behaviour.html. 
Digisecrets 2014. What are the benefits of blogging. Viitattu 20.3.2014 
http://www.digisecrets.com/blog-tips/what-are-the-benefits-of-blogging/. 
Easey, M. 2009. Fashion Marketing. UK: Blackwell Publishing. 
Fashion What Why How 2012. What is fashion. Viitattu 13.4.2014 
http://www.khorshidchehr.com. 
Forrester Research 2013. European Online Retail Forecast, 2012 to 2017: Online growth will 
begin to polarize across Europe. Viitattu 26.4.2014 http://blogs.forrester.com/martin_gill/13-03-
13european_online_retail_forecast_2012_to_2017_online_growth_will_begin_to_polarize_acro
ss_europe. 
Hello Bloggerz 2011. Blogs influence consumer buying behavior. Viitattu 20.3.2014 
http://www.hellobloggerz.com/business/blogs-influence-consumer-buying-behavior. 
How To Blog For Money 2012. What are the blogs? What can they be used for? Viitattu 
22.3.2014 http://howtoblogformoney.blogspot.fi/2012/03/what-are-blogs-what-can-they-be-
used.html. 
International Academy of design and technology 2011. What exactly is fashion merchandising 
anyway? Viitattu 21.4.2014 http://www.iadt.edu/Student-Life/IADT-Buzz/April-2011/What-Is-
Fashion-Merchandising. 
Internet Retailer 2012. Trends & Data. Viitattu 24.4.2014 
http://www.internetretailer.com/trends/internet/. 
Julja Finland Oy 2014. Viitattu 9.6.2014 http://www.juljafinland.com. 
Kauppakamari 2014. Sovellettavat Säännöt. Viitattu 27.3.2014 
http://kauppakamari.fi/lautakunnat/men/sovellettavat-saannot. 
Kuvaja, M. & Taljavaara, E. 2010. Nykyajan Napalm, web 2.0. Jyväskylän ammattikorkeakoulun 
julkaisuja-sarja. Jyväskylä: Juvenes Print. 
Lacquerheads of Oz 2013. Blogger and Brand Collaborations - Do’s and Don’ts. Viitattu 
26.4.2014 http://www.lacquerheadsofoz.com/2013/05/blogger-brand-collaborations-guide.html. 
39 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Maria Lankinen 
Lurnq 2013. Consumer markets and consumer buyer behaviour: Definition, Model and Charac-
teristics. Viitattu 20.3.2014. 
Management Education 2014. 4 Types of consumer buying behavior. Viitattu 20.3.2014 
http://managementation.com/4-types-of-consumer-buying-behaviour. 
Motherfuckin’ fashion 2014. New Nails By Detailed Beauty Nails. Viitattu 16.3.2014 
http://fuckfash.blogspot.fi. 
NBM Communications 2014. Why is marketing important to businesses. Viitattu 26.3.2014 
http://nbmcommunications.com/why-is-marketing-important-to-businesses.php. 
Puusa, A.;Reijonen, H.;Juuti, P. & Laukkanen T. 2013. Akatemiasta markkinapaikalle. Johtami-
nen ja markkinointi aikansa kuvina. Helsinki: Talentum Media. 
Report Linker 2013. Clothing and Textile Industry: Market research, reports, statistics and ana-
lysis. Viitattu 26.4.2014 http://www.reportlinker.com/ci02115/Clothing-and-Textile.html. 
Scoble, R. & Israel, S. 2008. Blogit ja bisnes, yritys 2.0. Helsinki: Basam Books.  
Small Business Development Corporation 2014. Marketing. Viitattu 26.3.2014 
http://www.smallbusiness.wa.gov.au/marketing/#what. 
Snapsurveys 2011. What is the difference between qualitative research and quantitative re-
search. Viitattu 26.4.2014 http://www.snapsurveys.com/blog/what-is-the-difference-between-
qualitative-research-and-quantitative-research/. 
Talentum 2011. WOM Word Of Mouth. Viitattu 25.3.2014 
http://mediamyynti.talentum.fi/fi/magazines/article766479.ece. 
Tandfonline 2013 . Can fashion blogs function as a marketing tool to influence consumer beha-
vior. Viitattu 14.4.2014 
http://www.tandfonline.com/doi/abs/10.1080/20932685.2013.790707#tabModule. 
Tikkanen, H. & Vassinen, A. 2010. StratMark:Strateginen markkinointiosaaminen. Helsinki: Ta-
lentum Media. 
Wikipedia 2014. Fashion blog. Viitattu 15.3.2014 
http://en.wikipedia.org/wiki/Fashion_blog#Recent_developments. 
Wisegeek 2014. What are the different types of consumer bahvior models. Viitattu 20.3.2014 
http://www.wisegeek.com/what-are-the-different-types-of-consumer-buying-models.htm. 
Wordpress 2012. Blogging vs. Consumer buying behaviour. Viitattu 21.3.2014 
http://consumerbehaviourmcgill.wordpress.com/2012/11/13/blogging-vs-consumer-buying-
behaviour. 
 
